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Penelitian ini dilakukan untuk menganalisis bagaimana pengaruh 
Experiential Marketing terhadap Kepuasan Pelanggan  The Roots Barbershop 
Surabaya. 
 Teknik pengambilan sampel dilakukan dengan teknik non probability 
sampling dengan metode purposive sampling. Sampel yang diambil adalah 150 
responden dengan karakteristik responden, pernah menggunakan jasa The Roots 
Barbershop dengan jumlah kunjungan minimaln 6 bulan terakhir, menggunakan 
jasa The Roots Barbershop  dengan frekuensi minimal 2 kali, dan berusia 17 tahun 
keatas, karena dianggap sudah dewasa. Data yang ada dikumpulkan dengan 
menggunakan kuisioner dan dianalisis menggunakan program SPSS 22.0 for 
windows. 
 Hasil dalam penelitian ini adalah kelima elemen dalam Experiential 
Marketing yaitu Sense, Feel, Think, Act, dan Relate memiliki pengaruh yang positif 
dan signifikan terhadap Kepuasan Pelanggan. 
 
 














THE EFFECT OF EXPERIENTIAL MARKETING ON CUSTOMER 
SATISFACTION OF THE ROOTS 





This research was conducted to analyze how the influence of Experiential 
Marketing on Customer Satisfaction of The Roots Barbershop Surabaya. 
The sampling technique is done by a non-probability sampling technique 
with a purposive sampling method. The samples taken were 150 respondents. The 
characteristics of the respondents are who used the services of The Roots 
Barbershop with a minimum number of visits in the last 6 months, using the services 
of The Roots Barbershop with a frequency of at least 2 times, and aged 17 years 
and over, because they are considered as adults. The data were collected using 
questionnaires and analyzed using the SPSS 22.0 for Windows program. 
The results in this study are the five elements in Experiential Marketing 
namely Sense, Feel, Think, Act, and Relate that have a positive and significant 
influence on Customer Satisfaction. 
 
 
Keywords: Experiential Marketing, Act, Feel, Think, Act, Relate, Customer 
Satisfaction.
